(1) Background: The consumption of traditional foods has been linked to economic, social, and environmental sustainability; therefore, the main challenge of a changing marketplace is to ensure that young generations continue consuming traditional products. The current study uses a consumer culture theory (CCT) perspective to examine the following: (1) the way individuals use their traditional products to identify themselves with the culture and to feel that they are a part of the community, (2) the underlying values that turn young consumers into loyal customers of hellim/halloumi cheese, and (3) its implications to hellim/halloumi producers. (2) Methods: A qualitative research method is applied to study the perceptions of post-millennials towards traditional cheese products from a cultural perspective. (3) Results: The results of the study reveal that loyalty towards traditional food products amongst post-millennials is build based on (1) the memories that surround the food, (2) the rituals that preparing and eating a food involve, and (3) the identity that it builds, allowing people feel sense of belonging to their ethnic group. (4) Conclusions: Loyalty amongst post-millennials towards traditional food products tends to be emotional, rather than rational or behavioral. It allows us to present both theoretical and managerial implications. It also calls for more empirical research to understand the changing marketplace and post-millennials' consumption habits.
Introduction
Traditional food products are often recognized by means of association with their regional identity [1] and have always played an important role in the European, especially Mediterranean, culture, diet, and economy. As the new consumer generation of post-millennials is emerging, the biggest challenge for the marketplace [2] is to ensure progress that is proficient, so as to ensure that the current needs for an intact environment, social justice, and economic prosperity are met, without restraining the capacity of future generations to satisfy their desires [3] . The social sustainability [4] of traditional food is addressed in the current article, which focuses on traditional cheese product consumption amongst young consumers.
"How do you like your hellim/halloumi?" might sound like a silly question to some, but for Cypriots it is not a joke. With so many options available, everyone has their own favorite. Known as hellim in the Turkish Republic of Northern Cyprus, and halloumi in the Republic of Cyprus, this hard, rubbery, salty cheese represents the history and culture of the Mediterranean island. Recently, a battle to register hellim/halloumi cheese as protected designation of origin (PDO) in the European Union has led to many discussions to clarify who does the hellim/halloumi belong to. Being associated either individuals use their traditional products to identify themselves with the culture and feel that they are a part of the community, (2) underlying values that turns young consumers into loyal customers of hellim/halloumi cheese, and (3) its implications to hellim/halloumi producers.
This research contributes to the existing knowledge in multiple ways. Firstly, it uses the perspective of CCT to understand more the complex aspect of loyalty that builds as a result of social and cultural experiences. Previously, Collin-Lachaud and Kjeldgaard [37] underwent one of the first studies that looked into a loyalty concept from a culturally informed perspective, using the attendees of music festivals as their study sample, but to the best of the authors' knowledge, there was no empirical evidence using a CCT perspective to explain loyalty in the traditional food industry. Moreover, the current study specifically explores the cultural aspect of loyalty building amongst young consumers, as previous research has identified the need for additional research [38] in order to understand transcend boundaries of consumption amongst different generations. In this study, we focused on post-millennials, also called Gen Z, who are classified as individuals are born after 1997 [39] , mainly because they are the emerging market share, recently entering adulthood, and not much is known about their consumption habits. Finally, it brings out the managerial implications for the hellim/halloumi producers in Cyprus who are trying to establish long term loyalty relationships with their customers, and focusing on Gen Z as a large, emerging market segment.
Theoretical Background
In the field of consumer research, increasing interest is devoted to studying the marketplace phenomena from individuals' cultural perspectives [40] , rather than focusing solely on the economic and psychological motivators and drivers of consumption. CCT explains how consumption experiences are shaped by "dynamic relationships between consumer actions, the marketplace, and cultural meanings" [41] , and emphasizes the importance of consumption in the "construction of individual identities" [42] . When it comes to consuming traditional foods, consumers are driven by multiple factors of influence, far beyond the economic and psychological motivators known in the traditional literature of consumer behavior. Consumer culture theory summarizes the sociocultural, experiental, symbolic, and ideological aspects of consumption.
When the literature from the last 20 years is reviewed, it is possible to conclude that this concept has been sought over the years, but its conceptualization was made by Arnould and Thompson [41] . Contemporary consumer culture theory is a concept unifying the consumer actions, the marketplace, and cultural meanings together, while analyzing consumer behavior; in other words, taking into consideration all of the variables like the sociocultural, experiential, symbolic, and ideological aspects of consumption [41] .
Throughout the years, consumption has retained its importance in terms of sociology, economics, and business literature, however, now the term is evaluated on the basis of the relations between the society and the individual, as a form of social classification, and communications systems, as a way to identity formation, ritualistic and community building processes, the relationship between the individual and the state, or the search for existentially fulfilling experiences [43] . However, over the years, marketing and consumer research literature had been limited to macro level perspectives, and marketing research did not focus on broader social, cultural, and macro-level considerations [44] .
Early CCT suggestions objected the limitation of consumption to demographic or psychographic properties of consumers, like their gender, age, personality, or lifestyle traits, however, after the 1980s the CCT definition began to involve humanistic and experientialist paradigms, and CCT became attached to the "consumption experiences and the personal meanings" that consumers develop to products and experiences [45] .
According to Schouten and McAlexander [38] , consumer culture theory plays a very important role in the marketing discipline, because the interpersonal relationships people undertake to give their lives meaning is very crucial, for instance, by choosing how to spend their money and their time-while doing this they create their own categories, which is called the subcultures of consumption.
Consumer culture theory is significant in terms of consumer behavior, because its focal point is the meaning and identity creation in terms of products, brands, and experiences; it is related to the mentality created by the consumers in the marketplace, and the underlying reason for this mentality can be used to engage the attention of buyers and sellers.
In general business studies, culture is defined as a homogenous structure, including the meanings, ways of life, and shared values that affect the behavior of its members [45] . However, on the other hand, CCT does not acknowledge culture as its common definition, which is the "homogenous system of collectively shared meanings, ways of life, and unifying values shared by a member of society", but CCT is interested in investigating the heterogeneous allocation of meanings and the reasons for overlapping cultural groupings. Thus, consumer culture theory indicates a social arrangement as a result of the bonds between lived culture and social resources, meaningful ways of life, and the symbolic and material resources on which they depend [41] . Continuously, CCT does not detect and structure the behavior, but rather interprets the consumers' reactions or feelings based on patterns of behavior [45] .
An important aspect within CCT is identity building by consumers. According to Patterson et al. [46] , CCT claims that the marketplace involves ample amounts of commodities and symbolic resources to be used by consumers in terms of identity construction. Moreover, the study of culture in the marketplace indicates that the collective identity of consumers is created through an engagement in common consumption interests [46] .
Consecutively, another important dimension of consumer culture theory is the 'experience', which refers to the phenomenon of the story behind the consumers relations with the products or brands. According to Ahola [47] , it is possible to conceptualize the 'experience' in three dimensions within CCT. The first dimension is named the 'humanistic frame', in which the experience of the consumer is a personally unique event that is associated with significant emotional experiences, a kind of more inner phenomenon. The second one is called 'extraordinariness', where an "extraordinary experience is activated by unusual events and is characterized by high levels of emotional intensity and experience". The last framed is named the 'marketplace frame', where the main question is "how are the meanings of experience formed in the marketplace?" [47] .
When the extant literature is reviewed, it is possible to come across many studies regarding consumer behavior, however, not many of the studies are grounded on consumer culture theory. Usually, the studies are looking at the individual consumer experiences or meanings rather than trying to reveal the culture created by a distinctive group of consumers.
One of the earliest studies in the literature was carried out by Schouten and McAlexander [38] . In their study, the authors considered the subcultures of consumption "as a distinctive subgroup of society that self-selects on the basis of a shared commitment to a particular product class, brand, or consumption activity, including an identifiable, hierarchical social structure; a unique ethos, or set of shared beliefs and values; and unique jargons, rituals, and modes of symbolic expression".
A later study by Arnould and Thompson [41] , was the first to clearly define the consumer culture theory, which had a significant contribution to the literature.
Lastly, another recent study that was carried out by Collin-Lachaud and Kjeldgaard [37] , grounded their research on the theory of consumer culture. The study considered the concept of loyalty from a consumer culture theory perspective. While evaluating the annual (French) music festivals and their ritualized meanings for consumers, they addressed the loyalty from perspectives of (1) social rather than individual, (2) an outcome of a social evaluation of emotional experiences rather than individual satisfaction, (3) temporally, and (4) spatially structured and structuring.
Research Context
The world milk production has increased by 64% from 1970 to 2012. A large part of this expansion has been used to increase the cheese production in all regions of the world. Innovations, new product development, and increased demand from emerging economies [48] have led to a higher than ever cheese consumption. Germany, the Netherlands, and France are the main cheese exporters in the world, and each exported more than $3 billion worth of cheese in 2015 [49] . The top cheese consumer is Denmark, where the people consume 28.1 kg of cheese per capita in a year. The second highest consumer is Iceland, followed by Finland, with 27.7 kg and 27.3 kg cheese consumption per capita, respectively [50] .
As a product that holds geographical indication, hellim/halloumi cheese can be only produced in Cyprus (both northern and southern Cyprus). As the focus of this paper is the consumers in northern Cyprus, the growth of hellim/halloumi cheese production has been analyzed. The total milk product produced in northern Cyprus has significantly increased since 1995 (Figure 1 ), mostly due to the demand from domestic and external markets, as extensive marketing campaigns towards hellim/halloumi cheese were undertaken by the Cyprus Turkish Chamber of Industry, producers, and other stakeholders. consumer is Denmark, where the people consume 28.1 kg of cheese per capita in a year. The second highest consumer is Iceland, followed by Finland, with 27.7 kg and 27.3 kg cheese consumption per capita, respectively [50] . As a product that holds geographical indication, hellim/halloumi cheese can be only produced in Cyprus (both northern and southern Cyprus). As the focus of this paper is the consumers in northern Cyprus, the growth of hellim/halloumi cheese production has been analyzed. The total milk product produced in northern Cyprus has significantly increased since 1995 (Figure 1 ), mostly due to the demand from domestic and external markets, as extensive marketing campaigns towards hellim/halloumi cheese were undertaken by the Cyprus Turkish Chamber of Industry, producers, and other stakeholders. The major hellim/halloumi export countries are Kuwait, Saudi Arabia, and Turkey (Figure 3 ), where hellim/halloumi is known, and the exports significantly increased since the Cyprus Turkish Chamber of Industry obtained the geographic indication of hellim/halloumi, allowing for production only to take place in Cyprus.
Although the majority of hellim/halloumi is exported to the Middle East, there is also a significant amount of hellim/halloumi exported to the United Kingdom, Australia, and the United States, where a majority of Cypriots now live after war in 1974. In addition, a significant part of hellim/halloumi is consumed in the domestic market. According to the Cyprus Turkish Chamber of Industry [29] , in Northern Cyprus, people consumer around 12 kg of hellim/halloumi per capita in a consumer is Denmark, where the people consume 28.1 kg of cheese per capita in a year. The second highest consumer is Iceland, followed by Finland, with 27.7 kg and 27.3 kg cheese consumption per capita, respectively [50] . As a product that holds geographical indication, hellim/halloumi cheese can be only produced in Cyprus (both northern and southern Cyprus). As the focus of this paper is the consumers in northern Cyprus, the growth of hellim/halloumi cheese production has been analyzed. The total milk product produced in northern Cyprus has significantly increased since 1995 (Figure 1) , mostly due to the demand from domestic and external markets, as extensive marketing campaigns towards hellim/halloumi cheese were undertaken by the Cyprus Turkish Chamber of Industry, producers, and other stakeholders. The major hellim/halloumi export countries are Kuwait, Saudi Arabia, and Turkey (Figure 3) , where hellim/halloumi is known, and the exports significantly increased since the Cyprus Turkish Chamber of Industry obtained the geographic indication of hellim/halloumi, allowing for production only to take place in Cyprus.
Although the majority of hellim/halloumi is exported to the Middle East, there is also a significant amount of hellim/halloumi exported to the United Kingdom, Australia, and the United States, where a majority of Cypriots now live after war in 1974. In addition, a significant part of hellim/halloumi is consumed in the domestic market. According to the Cyprus Turkish Chamber of Industry [29] , in Northern Cyprus, people consumer around 12 kg of hellim/halloumi per capita in a The major hellim/halloumi export countries are Kuwait, Saudi Arabia, and Turkey (Figure 3) , where hellim/halloumi is known, and the exports significantly increased since the Cyprus Turkish Chamber of Industry obtained the geographic indication of hellim/halloumi, allowing for production only to take place in Cyprus.
Although the majority of hellim/halloumi is exported to the Middle East, there is also a significant amount of hellim/halloumi exported to the United Kingdom, Australia, and the United States, where a majority of Cypriots now live after war in 1974. In addition, a significant part of hellim/halloumi is consumed in the domestic market. According to the Cyprus Turkish Chamber of Industry [29] , in Northern Cyprus, people consumer around 12 kg of hellim/halloumi per capita in a year, which is more than any type of imported cheese, showing the importance of this traditional product in consumers' choices. 
Methodology
The authors aimed to describe and clarify human experiences as it appears in people's lives, using a qualitative approach [51] , as the field, rather than the laboratory, is the natural context for CCT research [41] . In order to achieve the aims of this study, the authors conducted semi-structured interviews, which were audio-recorded and transcribed. Purposive sampling was used to select the participants for the semi-structured interviews, as suggested by Teddlie and Yu [52] , and Tongco [53] . More specifically, a homogeneous sampling technique was applied [54] in order to answer the research question that is aimed at understanding and explaining the consumption practices among the post-millennial generation. To define the sample size, the authors followed the suggestion of Guest, Bunce, and Johnson [55] , who propose that saturation occurs in around 12 participants in homogeneous groups. A similar sample size is used in various qualitative researches [56] [57] [58] . After the first ten interviews, the authors recognized that the information given starts to repeat, and there are no new insights brought. Finally, a sample of 12 participants was included, and the main criteria was that the participants belonged to the post-millennials generation (also referred as Gen Z), defined as individuals born after 1997 [39] , and had reached the age of 18 at the time of interview. Each of the interviews lasted up to an hour. The profiles of the respondents are represented in Table 1 . Firstly, the participants were asked to describe the attributes of ideal hellim/halloumi cheese, based on given criteria (price, taste, freshness, milk used in production, odor, traditional recipe used, origin, 
The authors aimed to describe and clarify human experiences as it appears in people's lives, using a qualitative approach [51] , as the field, rather than the laboratory, is the natural context for CCT research [41] . In order to achieve the aims of this study, the authors conducted semi-structured interviews, which were audio-recorded and transcribed. Purposive sampling was used to select the participants for the semi-structured interviews, as suggested by Teddlie and Yu [52] , and Tongco [53] . More specifically, a homogeneous sampling technique was applied [54] in order to answer the research question that is aimed at understanding and explaining the consumption practices among the post-millennial generation. To define the sample size, the authors followed the suggestion of Guest, Bunce, and Johnson [55] , who propose that saturation occurs in around 12 participants in homogeneous groups. A similar sample size is used in various qualitative researches [56] [57] [58] . After the first ten interviews, the authors recognized that the information given starts to repeat, and there are no new insights brought. Finally, a sample of 12 participants was included, and the main criteria was that the participants belonged to the post-millennials generation (also referred as Gen Z), defined as individuals born after 1997 [39] , and had reached the age of 18 at the time of interview. Each of the interviews lasted up to an hour. The profiles of the respondents are represented in Table 1 . Firstly, the participants were asked to describe the attributes of ideal hellim/halloumi cheese, based on given criteria (price, taste, freshness, milk used in production, odor, traditional recipe used, origin, and production method). Then, questions were asked in order to understand the building blocks of the cultural and emotional attachment towards hellim/halloumi cheese and the consumption habits that build loyalty towards hellim/halloumi cheese. The detailed set of questions that were asked in order to evaluate the consumption practices of traditional hellim/halloumi cheese amongst post-millennials can be found in Appendix A.
Data triangulation has been applied in order to facilitate the validation and reliability of the collected data, as well as to facilitate a comprehensive understanding of the phenomena [59] . Apart from focused observations and semi-structured interviews, the author used theoretical data gathered from relevant sources, as well as newspapers, magazines, and documentation regarding hellim/halloumi cheese. Content analysis, defined as "a subjective interpretation of text data through systematic classification process of coding and identifying themes or patterns" by Hsieh and Shannon [60] , was then applied to analyze the outcomes of the research.
Results

Memories That Surround the Food
Memories have an important role in assessing food and its taste [61] , and in affecting the present eating practices [62] . Post-millennials are in their early 20's, but their hellim/halloumi consumption is hugely affected by memories of their family, especially of their ancestors, friends, and others. First of all, almost all of the interviewees had some memories of hellim/halloumi being produced in villages by their grandparents.
"I have never made it myself, but I have seen my grandma doing it. The process looks so complicated" (Female, born in 1999).
"My grandma always made hellim. She prepared it in spring time, as it is the season of the best goat and sheep milk. Then she stored in in big bottles, and served to everybody" (Male, born in 2000). "I think those times there was not much choices in the supermarkets. Everybody made hellim at home" (Male, born in 1998).
As seen in the previous quotes, young Cypriots have an understanding of the hellim/halloumi production process and the milk used, because they have witnessed it from their ancestors. Moreover, two of the respondents living in villages have been involved in hellim/halloumi production, which allows young individuals to experience the cultural act themselves.
"I was helping my grandma to make hellim when I was a kid. I can still make. Actually, in my family we are still doing it sometimes" (Male, born in 1999).
"We have always been keeping our own animals for milk and meat purposes. First it was my grandma making hellim. She taught it to my mom. And my mom taught it to me and my sister. Every season, around April, we produce our hellim. It the best time because the milk is fatty. Hellim becomes hard, heavy and strong taste" (Male, born in 1999).
The post-millennials that have been involved in hellim/halloumi production have a deep understanding of all of the factors that affect the taste of hellim/halloumi, as it is shared knowledge amongst multiple generations. Also, the post-millennials, although consuming modern varieties of hellim/halloumi that is purchased in stores, have distinct memories regarding the taste of mature (referred to as 'old') hellim/halloumi, as described in the quotes below. "In general, there are two main types of hellim-fresh and mature. Nowadays, we are mostly eating the fresh hellim that is purchased from supermarkets. It tastes mild, salty and rubbery. But I remember in my childhood our grandma always served mature hellim to us. It is very hard, salty cheese that has a goat milk aroma. I used to eat it when I was a kid, but now the taste is just too strong for me" (Female, born in 1997).
"You can use old hellim with macaroni dishes, but really the taste is too much. I prefer fresh, packaged hellim for my everyday use" (Male, born in 1999).
Understandably, the younger generations are not very familiar with the 'old' taste of this traditional product, as they have mostly consumed modernized variations of hellim/halloumi, therefore, the taste of mature hellim/halloumi, although familiar, is too strong for post-millennials, who prefer milder, softer varieties of hellim/halloumi.
Food That Is a Ritual
Rituals are actions that are frequently repeated [63] , and make distinction between primitive understandings of food as a fuel for the body to more symbolic meanings of consumption [64] . Preparing and eating a food is a social act, shared with family, friends, and other people around, which allows one to feel sense of belonging an inclusion [65] . Post-millennials have developed their own rituals that involve hellim/halloumi as a distinctive and integral breakfast food, as well as a central ingredient in several other traditional foods.
"Since I was small, I saw from my dad. He was always buying hellim and we were using it in sandwiches. Every morning before school he was making us sandwich or toast with hellim and tomatoes. I still use it the same way" (Female, born in 1998).
"When you light your barbeque and people are coming over for lunch or dinner, it is impossible not to serve grilled hellim in pita bread. It is an essential part of a barbeque party" (Male, born in 2000).
"Since we are small kids, my mom always cooks macaroni with chicken, and puts graded hellim on the top. The smell of that food fills the house and it makes you feel so good. If one cook it at home, the smell fills up all the village, and always I had all my friends over for lunch that day" (Female, born in 1999).
Hellim/halloumi, as mentioned by the interviewees, is essential part of breakfast, lunch, and dinner that is shared amongst friends, family, and other people. Currently, the majority of post-millennials are still living with the families, and do not have their own households. Therefore, as admitted by many, purchasing hellim/halloumi is done by their parents. When asked if they would continue to purchase hellim/halloumi even when having their own household, the answers were positive. "Of course, I would continue to buy it. I don't want my kids to grow up and not know the taste of hellim sandwich or fried hellim" (Female, born 1999).
Unanimously, the post-millennials agreed that hellim/halloumi is a food that they would like to continue using in their own houses, and they would teach consuming hellim to their children, therefore the rituals surrounding hellim/halloumi seem to be sustainable.
Food That Builds Identity
Identity is "that part of an individual's self-concept which derives from his knowledge of his membership of a social group (or groups) together with the value and emotional significance attached to that membership" [66] . People have a tendency to attach symbolic meaning to the foods that they consume, especially in the case of traditional foods [67] . Moreover, according to Fischler, [68] "food is central to our sense of identity". Identity building is acknowledged to be a dynamic process [69] accumulating and changing over time. The hellim/halloumi consumption process seems to be an identity builder for the Turkish Cypriot post-millennials, who admit the following: "Hellim is very important. I mean, I cannot imagine my life without hellim" (Female, born in 1999).
"Without hellim it is not possible" (Male, born in 2000).
"Hellim is not just a food. Hellim is Cypriot" (Male, born in 1998).
These quotes describe how young Cypriots recognize that what they eat actually is a construct of what they are. Young people, especially the ones belonging to the post-millennial generation, are often seen as technologically inclined, and belonging to the most global generation, while this is not the true when it comes to consuming food. Post-millennials love their traditional food and, interestingly, pay a lot of attention to what they consume and how they consume, developing a value of the food, that allows them to identify themselves with it.
Another aspect of identity building, which is reflected in the below mentioned quotes, allows us to have a deeper understanding on how hellim/halloumi allows people to identify themselves as a Cypriots:
"When my aunty comes from London for her summer holidays in Cyprus, first thing we always serve is hellim with watermelon. And when she goes back, she always takes a lot of hellim with her" (Male, born in 2000).
"If I travel somewhere, I need my hellim with me" (Female, born in 1997).
As seen in the previous quotes, hellim/halloumi is carried to different locations and has an almost symbolic meaning that allows one to feel and sense Cyprus even when abroad. Nevertheless, hellim/halloumi consumption is seen as an act that can differentiate the Turkish Cypriots from other nationalities that have a huge political and economic influence in the island of Cyprus, as follows:
"Hellim is the only thing differentiating us from Turkish people. What else do we have? Nothing" (Female, born in 1999).
"We speak Turkish. We eat Turkish food. We have Turkish people in this island more than we have Cypriots. We watch Turkish TV. We listen to Turkish music. I don't know, we are always, you know, always seen as being Turkish. When we pass to Greek side, they call us Turks. I mean, hellim, hellim is something else. When you go to Turkey and say you are from Cyprus, they immediately recall hellim, because it is something to do with Cyprus, not Turkey" (Male, born in 1998).
In the above quotations, a strong willingness of young people to be identified with their ethnic group, Turkish Cypriots, rather than Turkish, has been expressed. With Turkey being a 'mother country' [70] and the political, economic, and social burdens that Turkish Cypriots face, their food has become their identity that distinguish them from harsh influences.
Conclusions and Discussion
Loyalty towards traditional foods is not a well explored field in academic literature, especially from a cultural perspective. From the insights obtained from the interviews amongst young consumers (referred to as post-millennials or Gen Z), the current research allows us to supplement and to progress the understanding of loyalty towards traditional food products from a consumer culture theory perspective.
According to the responses of the interviewees, it is possible to conclude that hellim consumption is the part of the culture that they belong to, an inevitable piece of their rituals, and it is transmitted from old generations to new ones. Looking from a consumer perspective, hellim as a product, has a significant place in the minds of customers and it is an unchanging complement of specific consumption behaviors.
There is no doubt that young consumers are driven by the sociocultural and symbolical motivators for the hellim consumption as a result of their 'learnt' experiences from their ancestors. Post-millennials had attributed meaning to their hellim consumption, each unique to their own, after their experiences from their childhood. Their interpersonal relationships with their family and their experiences with hellim consumption are the great drivers for deciding how to spend their money (on hellim). These experiences can be explained as "personally unique events that are associated with significant emotional experiences" [47] .
As specified in the existing literature, consumption behaviors are a way of distinct identity construction of consumers/consumer groups. Food as a trade product is related to the economy and to consumption practices, whereas food as a sign of culture, is related to tradition, identity, and uniqueness, and it is possible to say that it can be used in the construction of personal identities [71] . Presently, in the situation of the Turkish Cypriot community, the way food is produced, served, and consumed can be a sign of a distinct identity and the culture of an individual, community, or nation [72] . While food and drink can be indicators of group culture and identity, because it says something meaningful about people, it can be considered as an often open-ended process of social identification [73] . However, on the other hand, while food can gather people together with the similar tastes and preferences, it can also divide people based on their dietary and religious preferences, which also contributes to identity creation [72] . This can be an example of how the Turkish Cypriot community is differentiating themselves from the Turkish community, by consuming the traditional hellim/halloumi cheese.
Undeniably, traditional foods play an important role in the economic, social, and environmental sustainability. Therefore, loyalty towards traditional foods is the key driving factor to ensuring all aspects of sustainability, especially amongst young consumers, as they are the ones imposing significant changes in the market place. Firstly, as observed in the relevant literature [38, 47] , and in the current empirical investigation, loyalty towards traditional food products is build based on (1) the memories that surround the food, (2) the rituals that preparing and eating a food involve, and (3) the identity that it builds, allowing people feel sense of belonging to their ethnic group. Our findings confirm the previous outcomes of Collin-Lachaud and Kjeldgaard's [37] research, which confirmed loyalty as being a social and emotional process, rather than behavioral.
It is possible to explain this situation by a CCT perspective, whereby culture is not defined as only "homogenous system of collectively shared meanings, ways of life, and unifying values", but the "heterogeneous allocation of meanings and the reasons of overlapping cultural groupings" [41] .
Understanding the mentality behind hellim consumption is important for companies in order to engage buyers to consume their own product brands. An example can be given from answers of the interviewees, where the post-millennials like to consume the new kind of hellim, however they find the traditional old hellim as an inevitable complementary for some meals. While some like the taste of the 'old' hellim and find the 'new' hellim to be 'rubbery', the others are more used to the taste of the new hellim.
As discussed before, post-millennials do not select the most traditional type of hellim/halloumi cheese, which is 'old' hellim/halloumi in brine, giving preference to the modern varieties of the packaged and less salted hellim/halloumi, because of the milder and lighter taste and odor. It shows us that in the very near future, the market demand will drive producers to produce more of the modern varieties of hellim/halloumi, and less of the 'old' varieties. Firstly, there is the issue of production planning, as producers have to refocus from producing traditional varieties of hellim/halloumi, to producing modern varieties of the specialty cheese. Secondly, and most importantly, although innovations in traditional food products are a market driven process [8] , it poses risks to traditional food products in sustaining its traditional taste, recipe, odor, and even the production method. Therefore, the Cyprus Turkish Chamber of Industry and other certification bodies and involved stakeholders have to pay additional attention to ensure the sustainability and originality of the hellim/halloumi cheese production methods and taste.
Limitations and Suggestions for Future Research
This particular study focuses on post-millennials as an emerging market segment, which is not a well explored sector in the literature currently. Not much is known about post-millennials, and we have built this study to understand the fundamentals of the consumption habits of young consumers, focusing only on the traditional product in particular geographical locations. Obviously, there is more to explore regarding loyalty amongst post-millennials, especially because they have just entered their adulthood and are becoming independent customers slowly.
The results of the current study should be evaluated with caution, as the current study is limited to only one particular region and traditional food product in this region. However, the results generated from the study provide a general overview of post-millennials and their consumption habits of traditional food from cultural perspective. Further studies extending to different product ranges apart from traditional products and different geographical locations are welcome.
For future research, we also suggest exploring post-millennials and their consumptions habits more in-depth. Firstly, we suggest exploring the building blocks that lead to brand equity and loyalty, like satisfaction, experience, service quality, and even emotional attachment. Studies dealing with how young consumers make purchase decisions would be highly appreciated.
6.
How do you use different types of hellim/halloumi in your household? Who likes mature hellim/halloumi? Who consumes fresh hellim/halloumi? Are there any differences between the hellim/halloumi preferences in your family? Which foods do you prefer with mature hellim/halloumi? Which foods do you prefer with fresh hellim/halloumi cheese? 7.
How important is hellim/halloumi in your family? Is it part of some important family events/ food/traditions? Do you use it at your family gatherings? Do you use it as a gift for someone? 8.
Who purchases hellim/halloumi in your household? Do you ever buy it? When you buy it, which type of hellim/halloumi do you prefer? 9.
When you think of your childhood, what memories do you have regarding hellim/halloumi cheese? Has it always been part of your diet? Do you remember eating it when you were small? Do you remember the foods you were eating with hellim/halloumi? Do you remember who was preparing them? 10. Do you know how hellim/halloumi is prepared? Do you know the recipe of hellim/halloumi?
Have you ever witnessed the hellim/halloumi production process? Have you ever been involved in the hellim/halloumi production process? 11. When you have your own family, will you continue to consume hellim/halloumi? Would you teach your kids to eat and prepare foods with hellim/halloumi?
